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ALUMINUM 





ALUMINUM DRESSES FOR GREATER APPEAL: Surprising 
developments will likely have a major impact for the next 
decade./August '88, p. 95 


ALUMINUM PRICES RUN RAMPANT: Soaring prices of the 


raw material have affected manufacturers’ bottom-line profit 
margins./August ’88, p. 104 


HOW DEALERS SELL ALUMINUM BOATS: Practical consid- 
erations and styling advances are major selling points of alu- 
minum craft./August ’88, p. 110 





ELECTRONICS 





A NEW DIRECTION FOR DIGITAL COMPASSES: The new 
breed of digital electronic compasses offers stiff competition 
for the traditional magnetic models./September ’88, p. 156 


ELECTRICAL NOISE INTERFERENCE ELIMINATION: Sophis- 
ticated digital microprocessors have enabled manufacturers 
to scale down electronic equipment, but digitized marine 
electronics are sensitive to noise./May ‘88, p. 88 


HIGH-TECH LEAPS FULL-SPEED AHEAD: Manufacturers of 
navigational equipment see total integration of electronics, 
improved video displays and computerized charting as ma- 
jor advancements for the marine industry./January ’88, p. 72 


INSTALLATION TIPS FOR LOUD HAILERS: Simple steps to 
follow in installing your loud hailer system./October ’88, p. 80 


LORAN INSTALLATION: YOU CAN DO IT!: You don’t need to 
be a marine electronics technician to install a Loran system. 
These tips will help anyone on the dealer’s staff do an excel- 
lent job./March ’88, p. 70 


MARINE ELECTRONICS DISTRIBUTION ANGLES: Staying 
competitive in the marine electronics market requires the 
ability to demonstrate the new technology to the customer./ 
January '88, p. 76 


STRONG MARKET, COMPETITION SEEN BY MANUFAC- 
TURERS: Manufacturers brace for more competition in the 
marketplace. Technological strides open new possibilities in 
marine electronics./January '88, p. 67 


THE 1988 ELECTRONICS LINEUP: The marine electronics 
market has never been smarter. From the use of personal 
computers to the design of more compact products, the 
market is becoming more of the stuff that dreams are made 
of./January ’88, p. 78 








FINANCIAL 





AFFORDABLE HOUSING A MEMORY: Housing problems in 
America are becoming a major concern./June '88, p. 20 


BETTER BUSINESS BUREAU AIDS ANGRY CONSUMERS: 
Nearly 10 million Americans enlisted the help of the nation’s 
Better Business Bureau in 1987./September ’88, p. 40 

BUSINESSES SEEK BETTER CUSTOMER RELATIONS: A Dun 


& Bradstreet survey found companies are stressing cus- 
tomer service./October ’88, p. 28 


ECONOMISTS OPTIMISTIC — BUT JUST BARELY: Results 
from the Business Council's spring report./July ’88, p. 57 
FORTUNE 500 COMPANIES ENJOY BEST YEAR EVER: De- 
spite the stock market crash, Fortune 500 companies report 
having best-ever year./May ‘88, p. 24 

LEGISLATORS TAKE SIDES ON COAST GUARD’S FUTURE: 
Continual budget cuts limit the Coast Guard’s spectrum./July 
88, p. 20 

OIL INDUSTRY POLL FINDS PUBLIC CONCERN OVER 
GROWING IMPORTS: Recent survey indicates that Ameri- 
cans are willing to pay higher prices to cut dependence on 
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foreign oil imports./March ’88, p. 22 


RATE INCREASE NOT IN TRUCKLOAD FUTURE: Truck- 
loader haulers are deploying strategies to offset slowdowns 
in business and avoid rate increases./February ’88, p. 48 


REGULATORS AND MEMBER FIRMS CONCERNED OVER 
MARKET VOLATILITY: Fluctuations in the market have made 
investors extremely wary./February '88, p. 29 


SMALL BUSINESS OUTLOOK STRONG DESPITE SLOW- 
DOWN: American Express Co.’s Small Business Climate |n- 
dex says small businesses will rebound./April '88, p. 18 


STUDY RAISES CONCERN OVER RETIREMENT OUTLOOK: 
Conclusions of Metropolitan Life study./August '88, p. 30 


STUDY SEES CRITICAL ROLE FOR BABY BOOMERS: As the 
baby boom generation moves from the young adult to the 
expansive family phase of the life cycle, its role in the na- 
tion’s economic life will be profound./January ‘88, p. 22 


TOKYO MOST EXPENSIVE CITY IN THE WORLD: The Union 
Bank of Switzerland found the the cost of living in Tokyo was 
130 percent higher than the average of all cities surveyed./ 
November ’88, p. 16 





FISHING 


FISHING AND BOATING: A NATURAL BALANCE: Fishing 
and boating go hand in hand when it comes to doing busi- 
ness. Increasingly, the industries are finding that they have 
common ground in legislation and fish allocations./March ’88, 
p. 52 


FISHING: THE DEALERS’ BUSINESS: Dealers who special- 
ize in fishing boats, whether on the lakes, rivers, or offshore 
in deep waters, cater to a demanding clientele./March ‘88, p. 
60 


GREAT FISHING COMPANIONS: Fish-finding is easier to 
tackle with the help of the newer LCD-type sonar units and 
other electronic gadgetry. Many of the products available for 
1988 allow people to zoom in closer./March ’88, p. 58 


PACKAGING THE FISHERMAN: Anglers have a wide array of 
boat and power fishing packages to choose from this 
spring—from bass boats to mid-size craft./March '88, p. 55 








LAW 





FATIGUE FRACTURE: Detroit Marine sued for negligent de- 
sign./February ’88, p. 46 

HIRE WITH CARE — OR RISE A COSTLY LAWSUIT: Practi- 
cal suggestions are offered to protect businesses from hir- 
ing the wrong person./June 88, p. 39 

HOW TO TESTIFY EFFECTIVELY: Legal proceedings may 
require you to take the stand. Here’s how to overcome re- 
lated problems./July ’88, p. 40 


MIND HOW YOU CONTRIBUTE: Federal law limits political 
contributions./September ’88, p. 123 


SAVING MONEY ON LEGAL FEES: The most expensive is 
not always the best. Follow these suggestions to find the 
right attorney./January 88, p. 54 


SUED!: Take precautions to avoid unnecessary employer 
lawsuits./October ’88, p. 65 


LEGISLATIVE 





ELECTION YEAR FORECASTING: Speculation on how the 
candidates’ stances will affect the business side of boating./ 
August ’88, p. 32 


EMPLOYERS FACE MORE RULES ON WORKER SAFETY: 
Regulations are tightening when it comes to employee 
safety./April '88, p. 20 





HOW TO GET A SHORE STATION LICENSE: Tips on getting 
the FCC to approve a license on the first try./June ‘88, p. 71 


INSURANCE REFORM ON DC’S AGENDA: Congress contin- 
ues to consider passing bills on product liability./February 
"88, p. 20 


NEW ACCESS SOUGHT TO WALLOP-BREAUX FUNDS: The 
Interior Department is preparing legislature to allow Indian 
tribal governments to receive Wallop-Breaux Trust Fund 
monies./May ’88, p. 26 


NMMA AND BOAT/US CAMPAIGN AGAINST BOATING’S 
ELITIST IMAGE: These two organizations have joined forces 
to rid boating of its snobbish sterotype./June 88, p. 22 


PAYING FOR COMPLIANCE: Compliance with government 
regulations can mean large expenditures of cash for capital 
improvements. Some of these are tax deductible./September 
88, p. 158 


SOME BUSINESS LEGISLATION MAY PASS ELECTION- 
YEAR TEST: Some key issues of this election year./Septem- 
ber ’88, p. 42 


STATES WIN ONE, BOATERS BENEFIT: The Merchant Ma- 
rine and Fisheries Committee affirmed that boating safety is 
to be part of any access project when using Wallop-Breaux 
funds./October '88, p. 30 


THINGS TO COME: Pressure to bring down the federal defi- 


cit makes any and every revenue raiser fair game for taxa- 
tion./January ’88, p. 24 


US COAST GUARD SHIFTS INSPECTORS: Budget cutting by 
the Coast Guard means that all inspections will now be done 
by the Marine Safety Office./March ’88, p. 24 


WALLOP-BREAUX ACT GIVEN NEW MUSCLE: Five-year 


reauthorization of the Wallop-Breaux Act passes through 
Congress easily./November ’88, p. 18 


YOUR PROBLEMS WITH THE NEW IMMIGRATION LAW: The 
Immigration Reform and Control Act has no escape clause 
for any sized business./May ‘88, p. 47 





MANAGEMENT 





BURGLARS ARE BAD BUSINESS: It’s important to take pre- 
ventive measures against break-ins./September '88, p. 127 


DEALING WITH TECHNOLOGY: Computerization is useful as 
a marketing tool. There is a point, however, where there is no 
substitute for human interaction./June '88, p. 69 


DEFINING RESPONSIBILITIES: Learn how to be a manager 
of work./October '88, p. 66 


DEVELOPING A PROFIT PLAN: Initiating a profit plan for your 
dealership can turn reactions to problems into decisions./ 
April 88, p. 62 


EARLY NEW MODELS: INVENTORY’S HEADACHE?: There 
are advantages and disadvantages in introducing new 
models early in the season./September ’88, p. 160 


ECONOMIC CLOUDS ON THE HORIZON?: The economy 
may be in for a ride on rough seas. Here’s a chance to see 
how uneasy times might affect your business and what you 
can do to weather the storm./January '88, p. 60 


EMPLOYEE LEASING: NEW LEVERAGE TOOL: More and 
more, small businesses are attracted to employee leasing 


because it decreases administrative and payroll hassles./ 
March ’88, p. 64 


FLAT RATE VS. SALARY: WHAT MAKES SENSE?: Many 
dealerships have pondered the merits of flat rates versus a 
salary pay system for their mechanics. It’s a tough decision 
that warrants careful study./January ’88, p. 63 

HOW COSTLINE CAN WORK FOR YOU: Costline is the low- 
est price a dealership can sell its products for and still retain 


a net profit. Advanced management planning makes it work./ 
August '88, p. 90 


KEEPING AN EYE ON GROSS MARGINS: Amid eroding 
gross margins and increasing expenses, management skills 
must be kept sharp./July '88, p. 64 

MAINTAINING A HEALTHY DEALERSHIP: Balancing the 
laws of supply and demand is essential in reaping the high- 
est profit margin./November '88, p. 54 

POS: MANAGEMENT TOOL WITH MANY POINTS: Point of 
sale software systems can help simplify marine manage- 
ment./September '88, p. 152 

PRESENTATION IS EVERYTHING: Greeting a customer is 
the most important aspect of securing a sale./November ‘88, 
p. 39 

SCORING POINTS FOR YOUR DEALERSHIP: A good man- 
ager must prepare his team of employees by planning out 
business strategies and setting goals./March '88, p. 72 
SIMPLIFYING EACH BUSINESS STEP: The basics to running 
a boating business./May '88, p. 45 

SUCCESSFUL MANAGEMENT STEPS: Follow these steps on 
the road to high profits./October '88, p. 86 


THE DEALER AS A SPECULATOR: Owning a dealership is a 
major investment that one must protect by being conserva- 
tive and watching the economic indicators./September ’88, p. 
162 


THE ROAD TO GREATER PROFITS: Tips to becoming a 
professional manager of business./August '88, p. 67 


TOMMORROW’S DEALERS: Managers must support profes- 
sional salesmanship for the continued success of America’s 
dealerships./May ’88, p. 92 


YOU AND YOUR SALESPEOPLE: Principles to help increase 
sales performance by 5 percent./April ’88, p. 40 


WHO NEEDS A FORMAL BUSINESS PLAN?: A continuum of 
new ideas is necessary in order to maintain consistent per- 
formance. A business plan is i..valuable in mapping out 
strategies that will give your business a competitive edge./ 
February ’88, p. 76 








MARINAS 





BOATBUILDERS’ AXIOM: ‘HANDLE WITH CARE’: There are 
many different machines available for moving boats — each 
has its advantages and disadvantages./November ’88, p. 48 


DREDGING SUCCESSFULLY: To help solve the dredging 
crisis, the industry needs to follow these four pointers./March 
88, p. 47 


LET’S HEAR IF FOR MOM AND POP: Mom and Pop marinas 
are still the heart of the industry./April ’88, p. 39 


MUSTS FOR YOUR MARINA LIBRARY: Here’s a list of pub- 
lished references about the marina industry./June '88, p. 41 


SERVICE IN THE SUMMERTIME: Making sure marina ser- 
vices are smooth, fast, safe and profitable is easy if you fol- 
low this advice./July '88, p. 38 





MARKETING 





DOUBLE YOUR BUSINESS WITH DECKS AND PONTOONS: 
The market here is sometimes considered hidden — it’s not 
your traditional boating enthusiast that is buying deck and 
pontoon boats./October '88, p. 82 


MAXIMIZING SHOW EXPENDITURES: How to get the most 
out of your boat show dollars./September '88, p. 129 


PR & ADVERTISING: IDEAL MARKETING PARTNERS: Public 
relations is not a low-cost alternative for advertising. It can, 
however, deliver results that complement an advertising pro- 
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gram, and often produce more effect for less cost./February 
"88, p. 70 


WHAT IS MARKETING, ANYWAY?: Marketing is a mix of a lot 
of elements, including advertising./August '88, p. 69 








MISCELLANEOUS 





DIAL TO ORDER...AND MUCH MORE: Manufacturers’ com- 
munication systems, originally set up for part ordering, now 
do more than that./September '88, p. 150 


PONTOON MARKET BROADENS APPEAL FOR 1989: The 


pontoon market continues to grow, but is becoming more 
competitive./August '88, p. 97 


RENTALS TAKE A GIANT STEP: Boat rentals may prove to be 
a powerful boost for the industry./October '88, p. 77 


SKI BOATS PULL IN PROFITS: Manufacturers report good 
news for the ski-boat business. Yuppies are buying top-of-the- 
line boats./May '88, p. 75 


THE BIG NOISE FROM WATER TOYS: The business of mak- 
ing, renting and selling personal watercrafts is booming./Au- 
gust ’88, p. 82. 


THERE’S NOTHING TENDER ABOUT TODAY’S !NFLATA- 
BLES: Inflatable boats are looking and selling better than 
ever./July '88, p. 66 


TRAILERS ON ROLL AS SLIPS DISAPPEAR: The shortage of 
docking slips has made reliable trailers all that more impor- 
tant./April 88, p. 58 


WATERSPORTS: GROWTH PROFIT CENTER: Watersport ac- 
cessories come in all sizes, shapes and colors. Producers 
implore various methods of marketing their product./May ‘88, 
p. 82 








NEWS 





DEALER CONGRESS FACES THE ISSUES FOR ’89: A sum- 
mary of the 10th Annual Marine Retailers Association of 
America Dealer Congress./September 88, p. 27 


DEALERS LOOK FOR FRANCHISE PROTECTION: As motor 
manufacturers continue to acquire boatbuilders, dealers be- 
come more concerned about their territory./August '88, p. 17 


DEVELOPING BEYOND THE DOLLAR: Profile of a New York 
City real estate executive turned marina developer./Novem- 
ber '88, p. 45 


DOCKOS: DEVELOPERS’ DELIGHT OR DISTRESS?: The 
growing trend of dockominium conversions promises to have 
many legal ramifications in the future./November ’88, p. 42 


FACILITY COMBINES AESTHETICS, FUNCTION: Located in 
an affluent Chicago suburb, Munson Marine’s new building 
combines functional features with a modern, spacious de- 
sign./January ’88, p. 56 


FLORIDA GRAPPLES WITH SAFETY ISSUES: The popularity 
of powerboats in Florida necessitates some regulation./April 
88, p. 13 


FREE TRADE AGREEMENT MAY BENEFIT U.S. EXPORTS: 
An agreement in principle between the United States and 
Canada could create the largest free trade area in the world./ 
May ’88, p. 17 


| CAN GET IT FOR YOU WHOLESALE: Competition between 
wholesalers and retailers has caught the boating industry’s 
attention./June ’88, p. 13 


MICHAEL FAY STAGES COUP FOR CUP CHALLENGE: New 
Zealand banker and financier Michael Fay received favor- 
able court decision enabling him to mount challenge for the 
America’s Cup./February ‘88, p. 13 


NO INFRINGEMENT FOUND IN BLUEWATER CASE: A jury 
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declared no patent infringement in the case of Donald Wol- 
lard vs. Bluewater Yachts./October ’88, p. 12 


THE FUROR OVER STYRENE: The use of styrene in the 
boatbuilding process is under careful scrutiny by health or- 
ganizations, trade associations and boatbuilders./July 88, p. 
70 


THE WORD ON THE STREET: Investment analysts and com- 
pany executives believe the boating industry will survive the 
crash of 1987./February '88, p. 54 


TOXIC WATER LEVELS PROMPT TBT RESTRICTIONS: Reg- 
ulatory decisions banning tin-based anti-fouling paints has 
manufacturers looking for alternatives./July ’88, p. 13 


US COAST GUARD CUTBACKS DECREASE SAFETY AND 
DRUG PATROLS: The $100 million budget cut this fiscal year 
has taken its toll on Coast Guard search and rescue opera- 
tions./March ’88, p. 13 


WILL WALL STREET BUST CAPSIZE BOATING?: What effect 
will the stock market crash of Oct. 19 have upon the boating 
industry? Industry specialists make some speculations./Jan- 
uary '88, p. 








OFFSHORE BOATS 








ROMANCING THE CONSUMER: Manufacturers are report- 
ing an increase of offshore performance boat sales./April '88, 
p. 42 

STOCK BOAT TO FISHING MACHINE: Dealers faced with fit- 
ting out a boat for offshore sportfishing confront many op- 
tions./April '88, p. 52 

TEN TRENDS TO WATCH: Industry executives predict 10 
trends for the years ahead./April '88, p. 46 

THE RACING EDGE: High-performance offshore boats have 


gained a loyal following among recreational boaters./April 
88, p. 48 





POWER 





CONQUERING STRATEGIES: Sterndrive suppliers continue 
to vie for the business of independent boatbuilders; in out- 
boards, packaging comes of age./February ‘88, p. 50 


DEALER FAMILIES: NEW HOUSE RULES: Mergers and ac- 
quisitions have changed the boating industry. How are deal- 
ers coping with the rapidly changing profile of the engine 
producers?/February '88, p. 66 


HIGH-PERFORMANCE PROFILE: SELLING STYLE: Builders 
are finding a ready market among younger buyers who love 
European styling, high value and excitement./May ‘88, p. 78 


HORSEPOWER VS. SAFETY: The proper combination of in- 
flatable boat and motor is essential for safe handling./August 
88, p. 63 


MASTERS OF THEIR DESTINY: Vertical integration is re- 
shaping the marine industry, at all levels, from procuring raw 
materials to selling at the retail level./February '88, p. 52 


POWER ACCESSORIES POWER PROFITS: Manufacturers of 
powerplant accessories and marine lubricants are tailoring 
their product lines to help dealers cash in on lucrative after- 
market./June '88, p. 62 


POWER ARSENAL FOR ’88: After the money has been spent, 
positions in the market secured and elaborate marketing 
plans put in place, the new power products will take center 
stage./February ’88, p. 60 


POWER PACKAGES GUIDE: Power manufacturers are put- 
ting big power into big but economical new packages, a con- 
cept that is beneficial for both the dealer and the manufac- 
turers./February '88, p. 58 





PRIVATE BRANDING: WINNING OR LOSING STRATEGY?: 
Provided a company has market strength, private labeling 
can create the ultimate product./February '88, p. 64 





SAIL 





HOT OFF THE PRESS: The Community Sailing Program Re- 
source Book is a blueprint on how to organize and operate a 
community sailing program./April 88, p. 37 


MAKE YOUR VOICE HEARD: The NMMA Hall of Fame has 
yet to induct anyone from the sailing segment of the indus- 
try./May ’88, p. 43 


PREPARE FOR WORLD CLASS PUBLICITY: International 
sailing events scheduled for 1988 will bring lots of publicity 
and may generate more interest in the sport./March ’88, p. 
43 


THREE NEW DESIGNS REFLECT MARKET SAVVY: The sail- 
boat market has never been more competitive. New designs 
are revealed at the Newport, RI, show./October ’88, p. 72 


SAIL ACCESSORIES SEEK MARKET NICHE: Manufacturers 
are developing products that appeal to weekend and high- 
performance sailors./October '88, p. 74 


SAIL LOOKS TO THE ’90S: After numerous years of bad 
showing, manufacturers say that sales in this segment are 
looking up./October '88, p. 68 





SELLING 





A GOOD SALESPERSON IS HARD TO FIND: It pays to make 
an extra effort to retain top-notch salespeople./October ‘88, 
p. 64 

CRUCIAL FIRST IMPRESSIONS: One never gets a second 
chance to make a good first impression./August ’88, p. 65 
EXPAND THAT SELF-CONTROL...BUILD SALES: One of the 
keys to success is developing and maintaining self-control. 
Here are proven steps to help you in day-to-day activities./ 
January '88, p. 53 

IMPROVING SALES TECHNIQUE: Pointers on improving per- 
sonal sales management techniques./September '88, p. 125 
KEEPING THE CUSTOMER HAPPY: It’s important to be seri- 
ous in handling any customer unhappiness./November ’88, p. 
37 

SELLING BOATS TO FOLKS WHO DON’T BUY BOATS: 


Heightening interest in boating can be done through stra- 
tegic use of the media./November ’88, p. 51 





SERVICE 





APPRISE CUSTOMERS OF WARRANTY LIMITATIONS: Cus- 
tomers should know what the warranty covers before it 
needs service./June 88, p. 44 


FAMILIARITY BREEDS CONTENT: Successful servicing op- 
erations make sure that both the service technicians and the 


sales personnel know the customer benefits of new prod- 
ucts./September ’88, p. 121 


REACTIONS TO THE NO-LEAD LAW: Since regular leaded 
fuel has been disallowed for boaters, a host of problems has 
arisen./March ’88, p. 45 


SPECIAL REPORTS 


1988 BOATBUILDER MEETINGS: The industry's annual 
dealer planning guide to select new model introduction 
meetings scheduled by boatbuilders./June '88, p. 74 


1989 BUSINESS OUTLOOK: The business forecast for 1989 
predicts a high continuance of demand./September ’88, p. 
131 


DEALERS OF THE SOUTHEAST: Boating Industry’s survey of 
the dealers in the Southeastern United States./July '88, p.59 


IMTEC PLANNING GUIDE: Here’s what you need to guide 
you through the biggest trade show of the year, including a 
night on the town./August ’88, p. 71 


MARINE COMPUTER SYSTEMS 1989 GUIDE: The fifth an- 
nual guide is a review of the many software packages de- 
signed specifically for marine-related businesses./Septem- 
ber '88, p. 141 


THE BOATING BUSINESS: Boating Industry’s annual statis- 
tical review of the recreational marine industry's market per- 
formance of the past year./January '88, p. 33 





SUCCESS SERIES 








SEVEN STEPS TO SUCCESS: Successful retail selling re- 
quires a systemized approach. With these seven steps your 
sales team can learn how to get a bigger slice of the pie./ 
January '88, p. 65 


OPENING THE SALE: How one opens a sales presentation 
sets the tone for the visit with a prospect./February '88, p. 74 
GETTING YOUR CUSTOMERS TO WANT WHAT YOU HAVE: 
Probing can help strike a perfect match between product and 
consumer./March ’88, p. 68 

CREATING DESIRE OF OWNERSHIP: Retail salespeople can 
create desire and establish value by using this system./April 
"88, p. 55 

THE TRIAL CLOSE: ASK AND YE SHALL RECEIVE: The Trial 
Close is an exciting sales tool that goes a long way in in- 
creasing accessory sales./May ’88, p. 86 


WHAT TO DO WHEN A CUSTOMER OBJECTS: Many skills 
are involved in defining and overcoming customer objec- 
tions./June '88, p. 66 

TECHNIQUES FOR CLOSING THE SALE: Becoming a mas- 
ter closer is an art that isn’t that hard to perfect./July '88, p. 
74 


HOW TO PREVENT BUYER’S REMORSE: After the sale, cus- 
tomers sometimes have second thoughts. Effectively dealing 
with this is crucial./August '88, p. 89. 
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